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ADVERTISING 
Ad costs to rise 5% in '63, according to G. M. Basford, Dec., p. 53. 


Advertising performs many, varied jobs, Apr., p. 123 
Bernstein warns against accepting ad ‘alchemy', Mar., p. 132. 


* Do you have an advertising plan? Apr., p. 101. 
How a big company, Babcock & Wilcox, shifts marketing gears, May, p. 86. 


How to measure advertising. AIA report, July, p. 83. 
How to set advertising objectives. AIA report, July, p. 82. 

* IM analyses 1962 industrial advertising budgets, Jan., p. 68. 
Sense and nonsense in the ‘summer slump' ad theory, Aug., p. 164, 


Sept., p. 176. 


ADVERTISING AGENCIES 
* How agencies line up in business paper billings, Apr., p. 84. 
How can you reduce the number of client ad approval points? Oct., p. 40. 
Should client pay for unused creative work? Mar., p. 335. 
You get just what you pay for at Rumrill with cost accounting systen, 


Jan., p. 82. 


ADVERTISING BUDGETS 
How can you preserve the ad budget's integrity? Nov., p. 38. 
* How Unistrut markets a product with a limited budget, Oct., p. 124. 
* IM analyzes 1962 industrial advertising budgets, Jan., p. 68. 
Sense and nonsense in the ‘summer slump' ad theory, Aug., p. 164, 


Sept., p. 176. 
* What makes duPont advertising tick? June, p. 82. 


ADVERTISING DEPARTMENTS 
* A guide to industrial advertising management, Jan., Pes 88; Feb., p.- 101. 


(Also Nov., Dec., 1961). 
* What makes duPont advertising tick? June, p. 82. 





ADVERTISING EXPENDITURES 
ABP's 1lth annual tabulation of leading business paper advertisers, 
May, p.- 116. 


ADVERTISING MAN-JF -THE-YEAR 
Man-of-the-year finalists help raise ad standards, Feb., p. 135. 
Worthington's Cyril Freeman is industrial adman-of-the-year, Jan., p. 127. 


ADVERTISING MANAGEMENT 
* A guide to industrial advertising management, Jan., p. 88; Feb., p. 101. 
(Also Nov., Dec., 1961). 
How AMA teaches advertising management, July, p. 101. 


ADVERTISING MANAGERS, see also ADVERTISING DEPARTMENTS 
Two views of the industrial ad manager's job by an ad manager and an 
agencyman, Feb., p. 90. 


ADVERTISING OBJECTIVES 
* A guide to measuring advertising effectiveness, Oct., p. 118. 
How to measure advertising. AIA report, July, p. 83. 
How to set advertising objectives. AIA report, July, p. 82. 
Ways to measure advertising results. Describes ANA and NICB studies, 
Feb., Pp. 59. zi 


ADVERTISING PERSONNEL, see also ADVERTISING MANAGERS 
Why are ad executives more restless than other middle management? 
Feb., p. 122. 


ADVERTISING RESEARCH 
* Allis-Chalmers proves business papers’ value, Aug., p.- 117. 
* 16 questions Scott Paper asks about its ads, Aug., p. 120. 
Ways to measure advertising results. Describes ANA and NICB studies, 
Feb., p. 59. 


ADVERTISING RESEARCH FOUNDATION 
ARF explores computer's role in marketing, Nov., p. 146. 


ADVERTISING VOLUME 

* Business paper ad analysis shows page volume leaders, Jan., p. 148. 
Monthly business paper ad volume, Jan., p. 152; Feb., p. 154; Mar., p. 148; 
Apr., p.- 162; May, p. 154; June, p. 162; July, p. 162; Aug., p. 200; 
Sept., p. 202; Oct., p. 192; Nov., p. 176; Dec., p. 154. 


AGENCY -CLIENT RELATIONS, see ADVERTISING AGENCIES 


AIA NEWS 
AIA studies plens to expand and improve its services, Mar., p. 142. 
Orgenize new AIA division as management problems forum, Apr., p. 152. 
Charles Bryant heads AIA 1962-63 officers' slate, May, p. 146. 
New AIA division announces members, dues, projects, June, p. 154. 
Money measures and centralization move dominate AIA meeting business sessions, 
July, p. 144. 
Set AIA membership contest, Aug., p. 190. 
List new officers of four AIA chapter, Sept., p. 196. 
Move to organize two new AIA chapters, Oct., p. 185. 
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AIA NEWS (continued) 
Publish booklet to sell new members, Nov., p. 165. 


Milwaukee chapter announces competition winners, Dec., 144. 


ALLIS-CHALMERS MFG. CO. 
* Allis-Chalmers proves business papers’ value, Aug., p. 117. 
Allis-Chalmers uses instruction manuals to help salesmen sell, July, p. 95. 
How Allis-Chalmers merchandised a new idea by mail, Apr., p. 94. 


ALLOY CASTINGS INSTITUTE 
Alloy castings group boosts promotion, May, p. 131. 


ALUMINUM CO. OF AMERICA a esc 
Alcoa wins with 3-dimensional effect inserts. ABP winner, May, p. 96. 


AMCHEM PRODUCTS 
Amchem finds many uses for photo-reports, Feb., p. 110. 


AMERICAN AIR FILTER CO. 
Packaged promotions sell new products, Dec., p. 86. 


AMERICAN MARKETING ASSOCIATION 
How AMA teaches advertising management, July, p. 101. 


AMERICAN PHOTOCOPY EQUIPMENT CO, 
Finding money in wastebaskets sells copying machines, Jan., p. 102. 


AMERICAN STEEL FOUNDRIES 
How American Steel Foundries changed its name to Amsted, Mar., p. 106. 


AMERICAN SUPPLY & MACHINERY MANUFACTURERS' ASSN. . 
Latest distribution trends spelled out at American Supply & Machinery 
Manufacturers' Assn. conference, Oct., p. 162. 


AMERICAN VISCOSE CORP. 
* Ads bring 5,000 leads; 40% converted to sales by American Viscose, 


Aug., D- 146. 


AMSTED INDUSTRIES 
How American Steel Foundries changed its name to Amsted, Mar., p. 106. 


ANDREWS, ARNOLD 
Six ways to pre-sell a product, Oct., p. 136. 


ANNIVERSARIES 
How Mergenthaler's 75th anniversary got publicity by the yard, Feb., p. 95. 


ANNUAL REPORTS slay 
Inside the year's best annual reports, Dec., p. 66. 


ART 
Fine art in industrial ads? July, p. 125. 
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ASSOCIATED BUSINESS PUBLICATIONS 
ABP's lith annual tabulation of leading business paper advertisers, 
May, p- 116. 
Seven top winners tell how they won in 20th annual ABP competition, 


May, p. 95. 


ASSOCIATION OF INDUSTRIAL ADVERTISERS , see also AIA NEWS 

AIA conference report. Forty pages of news and features, July, p. 76. 
The AIA problem comes up again, Sept., p. 137. 
Best Seller ‘honor’ and ‘merit' award winners 
named, July, p. 91. 

* Evans speaks out on AIA, Nov., p. 109. 

Forty years of AIA accomplishment, 
June, p. 861. 
One reason AIA needs a strong prexy, Nov., p. 129. 


ASSOCIATION OF NATIONAL ADVERTISERS 
* An idea portfolio from Businesspaper--ANA seminar. 11 articles, 
Auge, Pe 115. 
Ways to measure advertising results. Describes ANA and NICB studies, 
Feb., De 59. 


AUDIO-VISUAL AIDS 
Whet’s new in audio-visuals? AIA report, July, p. 87. 
Woich visual aid is best for your salesmen? Mar., pe 105. 


AUTOMATION, see COMPUTERS 


AWARDS 

AIA BestSeller ‘honor' and ‘merit' award winners named. AIA report, 
AIA BestSeller winner's campaign increases sales 83% for Jefferson Chemical. 
AIA report, July, pe 90. 
List winners of annual DMAA awards, Oct., p. 176. 
A look at the best of the business press. Winners of IM's 24th editorial 
achievement competition, Dec., De 79. 
Seven top winners tell how they won in 20th annual ABP competition, 
May, Pe 95. 
Worthington's Cyril Freeman is industrial adman-of=the-year, Jan., p. 127. 


AYER NO. 1 LAYOUT 
One way to give your ads impact, May, p. 133. 


BABCOCK & WILCOX CO. 
How a big company, Babcock & Wilcox, shifts marketing gears, May, p. 86. 


BAIRD MACHINE CO. 
How Baird Machine cuts catalog costs, Nov., p. 114. 


BAUMRITTER CORP. 
* Ads help Baumritter quadruple sales, Aug., p. 124. 
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BEHRENS, DONALD E. 
* Who says ad inquiries aren't important? Describes system used by 


Rapids -Standard Co., Mar., pe 110. 


BERNSTEIN, S. R., see also SID BERNSTEIN SAYS 
Bernstein warns against accepting ad ‘alchemy’, Mar., p. 132. 
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Briggs-Weaver's flying salesmen spread good will, Nov., p. 120. 


BLACK, GEORGE 
* A guide to industrial advertising management, Jan., p. 88; Feb., p- 10l. 
(Also Nov., ‘Dec., 1961). 


BLONDER-TONGUE LABORATORIES INC, 
How to spot ‘product orphans’. Blonder-Tongue Laboratories tells how they 
handle problem, Sept., p. 106. 


BOOK REVIEWS 
Engineering and Technical Conventions, by Deutsch & Shea, Inc., Feb., p. 152. 
Sales Planning and Control, by Richard D. Crisp, Feb., p. 152. 
American Enterprise: The Next Ten Years, Mar., p. 146. 
Boston Conference on Distribution/1961 Annual Report, Mar., p. 146. 
Marketing for Profit, by Douglas P. Gould, Mar.,’ p. 146. 
Cost Reduction Guide)for Manufacturing Management » by Morse and Wyatt, 
Apr.e, pe 156. 
Engineering and Techriical Conventions, by Deutsch & Shea, Apr., p. 156. 
A Foreign Policy for American Business, by Thomas Aitken, Apr., p. 156. 
Listen, Mr. President, by George Black, June, p. 161. 
Fundamental Principles: The Long System of Advertising Agency Compensation, 
by W. H. Long, June, p. 16l. 
Industrial Organization and Management, by Bethel, Atwater, Smith and 
Stackman, June, p. l6l. 
Marketing, by Beckman and Davidson, June, p. 16l. 
Film Guide, Aug., p. 196. 
The Sales Managers’ Motivation Guide, by William J. E. Cressy, Aug., p. 196. 
The Plant Engineering Market: Its Characteristics and Product Selection 
Practices, Aug., p. 196. _ 
Professional Salesmanship - Persuasion and Motivation in Marketing, by 
Kenneth B. Haas, Aug., p. 196. 
Managerial Marketing: Perspectives and Viewpoints, by Lazer and Kelley, 
Oct., Pe 189. 
Tabulation: Elements of Planning & Techniques, by John A. Coleman, Oct., 
Pe 189. 
Time Series Forecasting, by Robert L. McLaughlin, Oct., p. 189. 
A Bibliography On Mathematical eee In Marketing, by Robert D. Buzzell, 
Oct., Pe 189. 
Criteria To Assist Users of ietetsen Research, by Joseph C. Bevis, 
Oct., De 189. 
How To Increase Your Sales-Profits and Growth with the Image Rater System, 
by Al N. Seares, Oct., p. 189. 
Contemporary American Marketing, edited by Boyd and Clewett, Nov., p. 172. 
Research Methods in Economics & Business, by Ferber and Verdoorn, 
Nov., Pe 172. 
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BOOK REVIEWS (continued) 

How Advertising is Written--and Why, by Aesop Glim, Nov., p. 172. 

Cases in Sales Management, by Livingston and Davis, Nov., p. 172, 
\ Text and Cases in Marketing, by E. C. Bursk, Dec., p. 153. 

Comfortable Words, by Bergen Evans, Dec., p. 153. 

Engineering and Technical Conventions, published by Industrial Relations 
News, Dec., p. 153. 

Industrial Marketing, by E. Raymond Corey, Dec., p. 153. 


BOOSE, WILLIAM R. 
Inside story of defense marketing, Oct., p. 104. 


BOWEN, VERNON 
Advertising's amazing dichotomy, or why some industrial ads look so bad, 
Mar. , pe 98. 


BREEN, J. D. 
Amchem finds many uses for photo-reports, Feb., p. 110. 


BRIGGS-WEAVER MACHINERY CO, 
Briggs-Weaver's flying salesmen spread good will, Nov., p. 120. 


BROWN, C. STUART 
* Ads bring 5,000 leads; 40% converted to sales by American Viscose, 
Aug., pe 146. 
e 
BROWN, DANIEL C. 
* Ads help Baumritter a sales, Aug., p. 124. 


E. L. BRUCE CO, 
* How E. L. Bruce put a new product on top in one year, Apr., p. 9%. 


B. H. BUNN CO. 
B. H. Bunn Co. tells why they like selling through manufacturer's agents, 


Feb., De 85. 


BURLINGTON INDUSTRIES 
* Six ways to use business paper ads. Why Burlington Industries spends 
$1 million a year in medium, Aug., p. 139. 


BUSINESS 
Are tax reforms to boost capital spending on their way? Jan., p. 93. 
Five reasons for business optimism, July, p. 75. 
Should government have a voice in management? Apr., p. 124. 
We can't live without profits, Sept., p. 99. 
Will faster write-offs speed capital equipment buying? Sept., p. 100. 
Will: we see a superboom in 19627 Jan., p. 76. 


BUSINESS FORECASTS, see FORECASTS 
BUSINESS PAPERS 


# Ads bring 5,000 leads; 40% converted to sales by American Viscose, 
Auge, De 146. 





BUSINESS PAPERS (continued) 

* Ads help Baumritter quadruple sales, Aug., p. 124. 
ABP's 1ith annual tabulation of leading business paper advertisers, May, 
p.- 116. 

# Allis-Chalmers proves business papers' value, Aug., p. 117. 

* Business paper ad analysis shows page volume leaders, Jan., p. 148. 

* Business paper ads sell higher-priced product for Rudd-Melikian, 
Aug., p. 136. 
Business paper advertisers tell details of solid successes at ANA seminar, 
May, p. 139. 
Business publishers hear of bright future, despite bad ‘61 at ABP annual 
meeting, June, p. 145. 
8 ways to look at media preference studies, Apr., p. 96. 
Guideposts for evaluation of editorial content offered at Domestic 
Engineering seminar, Sept., p. 192. 

* How agencies line up in business paper billings, Apr., p. 84. 
How important are the editors? Jan., p. 67. 
How Kimberly-Clark charts media selection, Apr., pe 96. 

* How Texaco integrates advertising and sales, Aug., p. 127. 
Judgement is more important than ever with the arrival of automated media- 
buying, June, p. 127.. 

* Just what can ads in business papers do? Aug., p. 115. 
A look at the best of the business press. Winners of IM's 24th editorial 
achievement competition, Dec., p. 79. 
Marsteller gives NBP three publishing ‘commandments’, Apr., p. 139. 
Monthly business paper ad volume, Jan., p. 152; Feb., p. 154; Mar., p. 148; 
Apr., De 162; May, p. 154; June, p. 162; July, p. 162; Aug., p. 200; 
Sept., p. 202; Oct., pe 192; Nov., De 176; Dec., De 154.. 
Research is fine; so is common sense, Dec., pe 109. 

* Seven ways Talon sells ads to salesmen, Aug., p. 150. 

* Six ways to use business paper ads. Why Burlington Industries spends 
$1 million a year in medium, Aug., p. 139. 

* 16 questions Scott Paper asks about its ads, Aug., p. 120. 

* "That other small steel company’ Youngstown Sheet & Tube fight back, 
Auge, De 142. 
What buyers like and don't like in industrial ads, Nov., p. 94. 

* What the buyers want in business paper ads, as revealed in interviews with 
Honeywell execs., Aug., p. 134. 
Will business paper ads set new record next year? IM's annual study, 
Oct., p. 128. 


BUTLER MFG. CO. 
Movie puts new product sales in motion for Butler Mfg., June, p. 112. 


CALENDARS 
Should we use promotional calendars? Jan., p. 27. 
Tileston & Hollingsworth calendar contest builds good will, Dec., pe 84. 


CANADA 
Canada reappraises its market ren June, Pe 25. 
Canada wants freer trade, but with safeguards, NICB told, July, p. 156. 
How Canadian General Electric built a corporate image in Canada, 


Sept., De 169. 





CANADA (continued) 
* How to save money and do a better ad job in Canada, Sept., p. 158. 


What Canadian subsidiaries want of U. S. ‘parents’, Sept., p. 141. 


CAPITAL SPENDING 
Are tax reforms to boost capital spending on their way? Jan., p. 93. 
Capital expenditure to rise 3% in 1963, McGraw-Hill finds, Dec., p. 126. 
McGraw-Hill predicts record capital spending in '62, June, p. 153. 
Will faster write-offs speed capital equipment buying? Sept., p. 100. 


CASE HISTORIES 
Amchem finds many uses for photo-reports, Feb., p. 110. 
Tips on using photo-reporting services to get good case histories, 
Feb., Pe 108. 
U. S. Steel ‘tells an interesting story' with case history approach. 
ABP winner, May, p. 94. 
i 
CASE PAPER CO. 
How Case Paper uses off-beat direct mail, Apr., p. 114. 


CATALOGS 
Catalog allows customers to design their own machines, Apr., p. 117. 
* A guide to researching industrial catalogs, May, p. 110. 
How Baird Machine cuts catalog costs, Nov., p. 114. 
How can you reduce waste in the distribution of catalogs? June, p. 54. 


CHAPMAN, HARRY C. 
* Business paper ads sell higher-priced product for Rudd-Melikian, 


Aug., De 136. 


COHEN, MORRIS 
Will we see a superboom in 1962? Jan., p. 76. 


COIMER, JAMES S,. 
Movie puts new product sales in motion for Butler Mfg., 


June, pe lle. 


COMPANY PUBLICATIONS, see also ANNUAL REPORTS 
The Houghton Line, 54 year old external publication gives company 
strong personality, Jan., p. 85. 
House magazine glamorizes an unglamorous product for Dominion Bridge, 
Mar., p. 115. 


How duPont created top employe publication, Sept., p. 112. 


COMPANY NAME CHANGE 
How American Steel Foundries changed its name to Amsted, 
Mar., p. 106. 


COMPANY REORGANIZATION 
How a big company, Babcock & Wilcox, shifts marketing gears, May, pe 86. 





COMPET IT ION 
* A guide to gathering <edentvtnd aprereernnere intelligence, Mar., p. 84. 


COMPUTERS 
ARF explores computer's role in marketing, Nov., p. 146. 
Judgment is more important than ever with the arrival of automated media- 
buying, June, Pe 127. 
| Present and future uses of computers in advertising told, Aug., p. 178. 


COMPUTER INSTRUMENT CORP. 
‘Rube Goldberg' ads help sell electronic equipment for Computer Instrument, 
Sept., p.- 118. FP 


CONSTRUCTION MARKET 
How buyers buy in construction field, Aug., p. 75. 


CONTESTS 
Ad contest for Elastic Stop Nut finds new product uses, Nov., p. 102. 
Playing games with customers pays off for General Instrument, July, p. lll. 
Tileston & Hollingsworth calendar contest builds good will, Dec., p. 84. 


CONVENTIONS & MEETINGS, see also MEETING DATES, TRADE SHOWS & EXHIBITS 
* A basic guide to conducting meetings, Sept., p. 124. 
Booze, blondes and bashes may be getting out of hand at conventions, says 
Sid Bernstein, Jan., p. 109. 
On men, meetings and machines, Oct., p. 143. 
What is the purpose of business meetings? July, p. 117.. 


COPY, see also COPY CHASERS, WHICH AD ATTRACTED MORE READERS? 
* Ads help Beumritter quadruple sales, Aug., p. 124. 

Advertising's amazing dichotomy, or why some industrial ads look so bad, 
Mar., pe 98. 
AIA BestSeller winner's campaign increases sales 83% for Jefferson Chemical. 
AIA report, July, p. 90. 
Alcoa wins with 3-dimensional effect inserts. ABP winner, May, p. 96. 
Creativity: what it means in industrial promotion, May, p. 108. 
Esso International emphasizes ‘dependability’. ABP winner, May, p. 94. 
Fractional ad sequence tells ‘secret' story to military and government 
officials, Feb., p. 106. 
Goodyear International unifies its corporate image. ABP winner, May, p. 96. 
Group from Marsteller tell what makes a 'great' industrial campaign. AIA 
report, July, p. 80. 
How Itek ads do ‘wonderful things' by combining humor and technical informa- 
tion, Mar., p. 96. 
How Kraft's institutional food campaigns won three in a row. ABP winner, 
May, pe 97~ : 
Jaywoth ads pre-sell brand new product. ABP winner, May, p. 95. 
New ad campaign for Garlock stresses ‘material value analysis' and serves 
as selling tool, Feb., p. 96. 
‘The product did it', IBM says of ads introducing new electric typewriter. 
ABP winner, May, p. 95. 





COPY (continued) 
Punch-out ad insert 'fits' prospects’ needs for Rotron Mfg., Oct., p. 96. 
‘Rube Goldberg’ ads help sell electronic equipment for Computer Instrument, 
Sept., p. 118. 

* 16 questions Scott Paper asks about its ads, Aug., p. 120. 

* 10 rules for rotten ads, Jume, p. 94. 

* "That other small steel company’ Youngstown Steel & Tube fights back, 
Aug. Pe 142. 
U. S. Steel ‘tells an interesting story' with case history approach. ABP 
winner, May, p. 94. 
What buyers like and don't like in industrial ads, Nov., p. 94. 
What's wrong with small-size ads? Apr., p. 129. 


COPY CHASERS 
Worthington's Freeman is Industrial Adman-of-the-Year, Jan., p. 127. 
Man-of-the-Year finalists help raise ad standards, Feb., p. 133. 
IM critics - and readers - flay ‘worst ads of 1961', Mar., p. 127. 
What's wrong with this ad? (and others like it), Apr., p. 129. 
You and the ‘Ayer no. 1', May, p. 133. 
Copy Chasers ‘apologize’, June, p. 137. 
Fine art in industrial ads?, July, p. 125. 
A look at advertising's set-your-hair-on-fire school, Aug., p. 169. 
Fads, fashions and cliches in industrial advertising, Sept., p. 16l. 
IM readers turn into ‘Copy Chasers', Oct., p. 153. 
Can you be good--and small? Nov., p. 139. 
1962 leftovers get last-minute clean-up, Dec., p. 117. 


CORNELL-DUBILIER ELECTRONICS 
How Cornell-Dubilier broke with its marketing past, Dec., p. 90. 


CORPORATE IMAGE 
Goodyear International unifies its corporate image. ABP winner, May, p. 96. 
How Canadian General Electric built a corporate image in Canada, Sept., p.169. 
How a big company, Babcock & Wilcox, shifts marketing gears, May, p. 86. 
How Cornell-Dubilier broke with its marketing past, Dec., p. 90. 
How a small company, Forty-Eight Insulations, gave itself a strong, new 
image, Mar., p. 112. 

* "That other small steel company' Youngstown Sheet & Tube fights back, 
Aug., p. 142. 
Tileston & Hollingsworth calendar contest builds good will, Dec., p. 84. 


CREATIVITY 
Creativity: what it means in industrial promotion, May, p. 108. 


CROMPTON & KNOWLES CORP. 
What Crompton & Knowles looks for when buying a company, May, p. 98. 


CUSTOMER RELATIONS 
Back-up merchandising kicks cans, boosts barrels for Rheem, Aug., p. 149. 
What's good--and bad about reciprocal buying? July, p. 118. 


DANAR, NAT 
* 10 rules for rotten ads, June, p. 94. 
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DAYCO CORP. 


* Strange games teach selling fundamentals to Dayco distributors' sales 
managers, Feb., p. 80. 


¢ 


DEFENSE MARKET 
Fractional ad sequence tells ‘secret’ story to military and government 
officials, Feb., p. 106. 7 
Inside story of defense marketing, Oct., p. 104. 
New scorecard for defense market, Mar., p. 61. 


DeLAVAL SEPARATOR CO. 
* Delaval's system assures inquiry follow-ups, Dec.) p. 76. 
\ 


DENVER CHICAGO TRUCKING CO. 
How Denver Chicago Trucking Co. checks their position in the market, 


Sept., Pe 121. 


DEPREC IAT ION 
Will added tax allowances affect textile marketing? June, p. 130. 
Will faster write-offs speed capital equipment buying? Sept., p. 100. 


DESIGN ENGINEERING SHOW 
* The "package price’: new trade show idea offered by the Design Engineering 


Show, June, p. 96. 


DICKMAN, R. C. 
What's new in trade exhibits? AIA report, July, p. 87. 


DIRECT MAIL 

‘Classic American car' mailers sell specific products for G-E, Feb., 
pe 113. 
Counting board ‘adds up' to successful promotion for R. B. Jones, 
Dec., p. 102. 

* Evaluating direct mail, Oct., p. 110. 
How Allis-Chalmers merchandised a new idea by mail, Apr., p. 94. 
How Case Paper uses off-beat direct mail, Apr., p. 114. 

* How E. L. Bruce put a new product on top in ome year, Apr., p. 90. 


DIRECT MAIL ADVERTISING ASSN. 
List winners of annual DMAA awards, Oct., p. 176. 


DISCOUNTS 
How can you qualify and police OEM discounts? Apr., p. 4l. 


DISTRIBUTORS & DISTRIBUTION 
Briggs-Weaver's flying salesmen spread good will, Nov., p. 120. 
How sales managers help cut distribution costs, Sept., p. 109. 
latest distribution trends spelled out at American Supply & Machinery 
Manufacturers’ Assn. conference, Oct., p. 162. 
Responsibilities of manufacturers and distributors listed by president of 
the National Industrial Distributors Assn., July, p. 152. 
Salesmen airlift solves training problem for Dresser, Apr., p. 108 
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DISTRIBUTION & DISTRIBUTORS (continued) 
* Strange games teach selling fundamentals to Dayco distributors' sales 
managers, Feb., p. 80. 
Two-way talks with distributors, Oct., p. 91. 


DIVERSIFICATION 
What Crompton & Knowles looks for when buying & company, May, p. 98. 


DIX, ARTHUR H. 
Today's industrial market. What is it? Where is it? Nov., p. 96. 


DIX, WARREN R. 
What do manufacturers' representatives think of principals? June, p. 106. 


DOMINION BRIDGE CO. 
House magazine glamorizes an ugglamorous product for Dominion Bridge, 
Mar., p- 115. 


DRESSER INDUSTRIES INC. 
Salesmen airlift solves training problem for Dresser, Apr., p. 108. 


DUFFY, HOWARD M. 
Which visual aid is best for your salesmen? Mar., p. 103. 


E. I. duPont de NeMOURS & CO. 
How duPont created top employe publication, Sept., p. 112. 
* What makes duPont advertising tick? June, p. 82. 


EASTMAN CHEMICAL PRODUCTS 
Movie promotes world's most expensive adhesive for Eastman Chemical, 


Dec., pe 94. 

EDITORIAL EVALUATION 
Guideposts for evaluation of editorial content offered at Domestic 
Engineering seminar, Sept., p. 192. 


ELASTIC STOP NUT CORP. OF AMERICA 
Ad contest for Elastic Stop Nut finds new product uses, Nov., p. 102. 


ELECTRONIC DATA PROCESSING, see COMPUTERS 


EMPLOYE PUBLICATIONS, see COMPANY PUBLICATIONS 


ENCYCLOPEDIA OF MARKETING 
* A basic guide to industrial advertising management, by Black, Jan., p. 88; 
Feb., pe. 101. (Also Nov., Dec., 1961). 
* A basic guide to industrial marketing intelligence, by Guyton, Mar., p. 84. 
* A basic guide to financial public relations, by Hall, Apr., p. 110. 
* A basic guide to researching industrial catalogs, by Rubel, May, p. 110. 
* A report on the trends in industrial trade shows, by Kittle, June, p. 100, 


July, p- 104. 
* A guide to holding profitable and efficient meetings, by Lum, Sept., p. 124. 





ENCYCLOPEDIA OF MARKETING (continued) 
* A guide to measuring advertising effectiveness, by Thompson, Oct., p. 118. 
* A basic guide to merchandising advertising, by Messner, Nov., p. 116. 
* A guide to using engineering reports as sales promotion, by Schulman, 
Dec., p. 96. 


ENGINEERING REPORTS 
* A guide to using engineering reports as sales promotion, Dec., p. 96. 


ENGINEERS 
Lord's technical seminars enhance prestige with design engineers and 
boost sales, May, p. 121. 


ENJAY CHEMICAL CO. 
‘Red Door' suite gets customers into the act at trade shows for Enjay 


Chemical, Sept., p. 116. 


EUROPEAN COMMON MARKET 
Foley gives U. S. outlook on ECM. AIA report, July, pe 78. 
Should the U. S. join the Common Market? Mar., p. 122. 


EVANS, JOHN C, W. 
What buyers like and don't like in industrial ads, Nov., p. 94. 


EVANS, KEITH J. 
* Evans speaks out on AIA, Nov., p. 109. 


EXECUTIVES 
Are executive training courses over-rated? Jan., p. 118. 
Why are ad executives more restless than other middle management? 
Feb., p. 122. 


EXPORT ADVERTISING, see INTERNATIONAL ADVERTISING 


FARRAGHER, WILLIAM 
* 'That other small steel company' Youngstown Sheet & Tube fights back, 
Aug., pe 142. 


FIBREBOARD PAPER PRODUCTS CORP. 
* How many sales calls is any given account worth? Jan., p. 96. 


FILMS 
Movie promotes world's most expensive adhesive for Eastman Chemical, 
Dec., Pe 94, 
Movie puts new product sales in motion for Butler Mfg., June, p. 112. 


FINANCIAL PUBLIC RELATIONS 
#* A basic guide to financial public relations, Apr., p. 110. 


FINANCIAL WORLD 
Inside the year's best annual reports, Dec., p. 68. 





FITZGERALD, THOMAS J. 
* Business paper ads sell higher-priced product for Rudd-Melikian, 


Aug., Pe 136. 


FOLEY, EUGENE P. 
Foley gives U. S. outlook on ECM. AIA report, July, p. 78. 


FORECASTS 
Ad costs to rise 5% in '63, according to G. M. Basford, Dec., p. 53 
Are tax reforms to boost capital spending on their way? Jan., p. 93. 
Business publishers hear of bright future, despite bad ‘61 at ABP annual 
meeting, June, p. 145. 
Capital investment to rise 3% in 1963, McGraw-Hill finds, Dec., p. 126. 
McGraw-Hill predicts record capital spending in ‘62, June, p. 153.) 
'63 forecasts bared, marketing's role discussed at NICB meeting, 
Nov., p- 152. 
What turn will sales take during the coming year? Oct., p. 146. 
Will we see a superboom in 1962? Jan., p. 76. 


FOREIGN TRADE, see also INTERNATIONAL ADVERTISING, INTERNATIONAL MARKETING 

REPORT 
Booz, Allen study indicates two big changes in new U. S. world marketing 
acts, Jan., De 134. 
But not yours exclusively. Sound warning for prospective overseas 
marketers. AIA report, July, pe 77. 
Canada wants freer trade, but with safeguards, NICB told, July, p. 156. 
Don't fight trade expansion act, government official Petersen pleads, 
Apr., pe 144. 
Foley gives U. S,. outlook on ECM. AIA report, July, p. 78. 
From world trade to readership reports. AIA report, July, p. 76. 
How we flub the dub in Germany, AIA report, July, p. 78. 
Protection for U. S. overseas investors, July, p. 55. 
RCA and Smith-Corona find new profit opportunity in Mexican industrial 
market, Feb., p. 98. 
Should the U. S. join the Common Market? Mar., p. 122. 
Space--its current and future impact. WNov., p. 63. 
State Department's Agency for International Development to help spur 
overseas investments, Sept., p. 187. 
U. S. foreign trade inertia must be overcome, AMA warned, Aug., p. 182. 
U. S. industry can compete successfully in overseas markets, says Peter 
Foote, Feb., p. 139. 
What Canadian subsidiaries want of U. S. 'parents', Sept., p. 141. 


FORTY-EIGHT INSULATIONS INC. 
How a small company, Forty-Eight Insulations, gave itself a strong, new 
image, Mar., p. 112. 


FOX, WILLARD M. 
RCA and Smith-Corona find new profit opportunity in Mexican industrial 
market, Feb., p. 98. 

FREEMAN, CYRIL 
Worthington's Cyril Freeman is industrial adman-of-the-year, Jan., p. 127. 
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W. P. FULLER & CO. 
How Fuller salesmen became ‘customer consultants', Mar., p. 109. 


GABY, DAN 
How to get free market research, May, p. 100. 


GAR WOOD INDUSTRIES 
Catalog allows customers to design their own machines, Apr., p. 117. 


GARLOCK INC. 
New ad campaign for Garlock stresses ‘material value analysis' and serves 


as selling tool, Feb., p. 96. 


GENERAL ELECTRIC CO. 
‘Classic American car' mailers sell specific products for G-E, Feb., p. 115. 


How Canadian General Electric built a corporate image in Canada, 
Sept., p. 169. 


GENERAL INSTRUMENT CORP, 
Playing games with customers pays off for General Instrument, July, p. lll. 


GILBERT, HARRY A. 
How to spot ‘product orphans’. Blonder-Tongue Laboratories tells how they 


handle problem, Sept., p. 106. 


GOODYEAR TIRE & RUBBER CO, 
Goodyear International unifies its corporate image. ABP winner, May, p. 96. 


GRAY, ALBERT WOODRUFF 
How to acknowledge orders and stay out of court, June, p. 109. 


GRENBERG, BERT A. 
Salesman's questionnaire spots trouble before it starts for National 


lock, Oct., p. 115. 


GUYTON, WILLIAM J. 
* A guide to gathering industrial marketing intelligence, Mar., p. 84. 


HALL, R. DUANE 
* A basic guide to financial public relations, Apr., p. 110. 


HANSON, JOHN K. 
* Six ways to use business paper ads. Why Burlington Industries spends 
$1 million a year in medium, Aug., p. 139. 


HAYDON DIV., GENERAL TIME CORP. 
How Haydon finds its key sales accounts, Apr., p. 87. 


HETHERMAN, ROGER 
* Learning the hard way makes selling easier for Miniature Precision 
Bearings salesmen, July, p. 108, 





HOLLINGSWORTH, AMOR 
Tileston & Hollingsworth calendar contest builds good will, Dec., p. 84. 


E. F, HOUGHTON & CO. | 
The Houghton Line, 54 year old external publication gives company strong 
personality, Jan., p. 85. 


HOUSE ORGANS, see COMPANY PUBLICATIONS 


HOWARD, DANIEL D. 
* Prescription for finding an industrial salesman, Mar., p. 95. 


HUMOR 

How Case Paper uses off-beat direct mail, Apr., p. 114. 

How Itek ads do ‘wonderful things' by combining humor and technical 
information, Mar., p. 96. 

‘Rube Goldberg' ads help sell electronic equipment for Computer Instrument, 
Sept., p. 118. 


INDUSTRIAL MARKETING (magazine) 
Annual ‘Market Data Book' becomes quarterly 'Media-Market Planning Guide, ' 
Feb., p. 143. 
A look at the best of the business press. Winners of IM's 24th editorial 
achievement competition, Dec., p. 79. 


INDUSTRIAL SALES EXECUTIVES FORUM 
How to stop salesmen from padding expenses, Jan., pe 99. 
‘Why we prefer our own salesmen', Feb., De 87. 
Pros and cons of selling through manufacturer's reps, Mar., p. 113. 
How do you determine and allocate selling costs? Apr., De 104. 
Helping salesmen identify points of buying influence, May, p. 104. 
Do sales aids really aid salesmen? June, p. 114. 
How to set quotas and 'sell' them to salesmen, July, p. 92. 
How to set quotas and make salesmen like them, Aug., p. 158. 
How sales managers help cut distribution costs, Sept., p. 109. 
How to make salesmen more knowledgeable, Oct., p. 112. 
Informing salesmen on products and policies, Nov., p. 104. 
When and how to split a salesman's territory, Dec., p. 73. 


INDUSTRIAL SHOWS, see TRADE SHOWS & EXHIBITS 


INQUIRIES 
Can cost-per-inquiry figures be used to judge advertising? July, pe 57. 
* DeLaval's system assures inquiry follow-ups, Dec., pe 76. 
How Kimberly-Clark charts media selection, Apr., pe 96. 
* Who says ad inquiries aren't important? Describes system used by 
Rapids-Standard Co., Mar., pe. 110. 


INSERTS 
Punch-out ad insert 'fits' prospects' needs for Rotron Mfg., Oct., p. 96. 


INSTITUTIONAL ADVERTISING, see CORPORATE IMAGE 





INSTITUTIONAL MARKET 
How Kraft's institutional food campaigns won three in a row. ABP winner, 
May, De 97. 


INSTRUCTION MANUALS 
Allis-Chalmers uses instruction manuals to help salesmen sell, July, p. 95. 


INTERNATIONAL ADVERTISING, see also INTERNATIONAL MARKETING REPORT, 
FOREIGN TRADE. 
Esso Internatioral emphasizes ‘dependability’. ABP winner, May, p. 94. 
Goodyear International unifies its corporate image. ABP winner, 
May, p. 96. 
* How to save money and do a better ad job in Canada, Sept., p. 158. 
* What makes duPont advertising tick? June, p. 82. 
Where and how to produce overseas promotional material, May, p. 37. 


INTERNATIONAL BUSINESS MACHINES 
‘The product did it,' IBM says of ads introducing new electric typewriter. 
ABP winner, May, p. 95. 


INTERNATIONAL MARKETING REPORT 
Foreign Investors up U.S. holdings, Jan., p. 23. 
Big business in trading blocs, Feb., p. 25. 
Credit risk aid for U.S. exporters, Mar., Dp. 27. 
Belgium, Netherlands vie for new plants, Apr., p. 33. | 
Europe attracts U.S. investments, May, p. 29. 
Canada reappraises its market position, June, p. 25. 
Japanese industry changing profile, July, p. 31. 
Dual aspect of integrated Europe, Aug., p. 39. 
Trends in Latin America, Sept., p. 35. 
Developments in the Swiss market, Oct., p. 35. 
Advertising trends around the world, Nov., p. 35. 
Foreign challenge is spelled out, Dec., p. 23. 


ITEK ELECTRO-PRODUCTS CO. 
How Itek ads do ‘wonderful things' by combining humor and technical 
information, Mar., p. 96. 


JAYWOTH PERMAROOF INC. 
Ads pre-sell brand new product. ABP winner, May, pe 95. 


JEFFERSON CHEMICAL CO. 
AIA BestSeller winner's campaign increases sales 83% for Jefferson 
Chemical. AIA report, July, p. 90. 


JOHNSON, GLENN S. 
How Haydon finds its key sales accounts, Apr., pe 87. 


R. B. JONES & SONS INC. 
Counting board ‘adds up' to successful promotion, Dec., p. 102. 


KAHN, GEORGE N. 
How missionary selling can stimulate manufacturers’ reps., Nov., p. 


KIMBERLY-CLARK CORP. 
How Kimberly-Clark charts media selection, Apr., p. 96. 
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KIMES, STANLEY 
How we flub the dub in Germany. AIA report, July, p. 78. 


KTITLE, RAY 
* A report on the trends in industrial trade shows, June, p. 100, July, p. 104. 


KOHLMAN, CLEM W. 
* Just what can ads in business papers do? Aug., p. 115. 


KRAFT FOODS CO. 
How Kraft's institutional food campaigns won three in a row. ABP winner 


May, De 97. 


KREPEIA, RICHARD R. 
Tips onsusing photo-reporting services to get good case histories, 


Feb., p. 108. 


KUBICK, ROBERT R. 
* Delaval's system assures inquiry follow-ups, Dec., p. 76. 


LATIN AMERICA 
RCA and Smith-Corona find new profit opportunity in Mexican industrial 


market, Feb., p. 98. 


LEGAL 
How to acknowledge orders and stay out of court, June, p. 109. 


LOEN, RAYMOND O. 
* How many sales calls is any given account worth? Jan., pe 96. ° 


LORD MFG. CO. 
Lord's technical seminars enhance prestige with design engineers and boost 


sales, May, p. 121. 


LOW PROFIT PRODUCTS 
Should you get rid of low-profit products? Nov., p. 132, Dec., p. 110. 


LUM, MERRITT : 
* A basic guide to conducting meetings, Sept., p. 124. 


MAIESKI, EUGENE 
Don't downgrade trade shows, Nov., p. 112. 


MANUFACTURER 'S AGENTS 
B. H. Bunn Co. tells why they like selling through manufacturer's agents, 
Feb., Dp. 85. 
Five members of IM Sales Executives Forum tell why they prefer own 
salesmen to reps., Feb., pe 87. 
How can a new sales rep get an established line? Dec., p. 28, 
How can you find 'qualified' manufacturer's representatives? Sept., pe 40. 
How missionary selling can stimulate manufacturers' reps., Nov., p. 106. 





MANUFACTURER'S AGENTS (continued) 
Pro and cons of selling through manufacturer's reps., Mar., p. 113. 
What do manufacturers' representatives think of principals. June, p. 106. 


MARKETING & MARKETING RESEARCH, see also MARKETING MILESTONES 
Do-it-yourself market research, Oct., p. 98. 

* A guide to gathering industrial marketing intelligence, Mar., P. 84. 
How a big company, Babcock & Wilcox, shifts marketing gears, May, p. 
How Cornell-Dubilier broke with its marketing past, Dec., p. 90. 
How Denver Chicago Trucking Co. checks their position in the market, 
Sept., p. 121. 

How to get free market research, May, p. 100. 

How Haydon finds its key sales accounts, Apr., Dp. 87. 

How Marspring came back from a 50% volume loss, Mar., p. 100. 
Manufacturers’ warehouses provide service to customers, May, p. 128. 
‘Quality audit' keeps Owens-Corning customers content, Nov., p. 89. 
Should you get rid of low-profit products? Nov., p. 132, Dec., p. 110. 
Today's industrial market. What is it? Where is it? Nov., p. 96. 
What Canadian subsidiaries want of U.S. ‘parents', Sept., p. 141. 

* What you should know about pricing, Mar., p. 90. 

Will added tax allowances affect textile marketing? June, p. 130. 


MARKETING MILESTONES (monthly digest of trends and developments) 
Jan., De 47; Feb., p. 59; Mar., p» 61; Apr., pe 63; May, p. 59; June, p. 57; 
July, pe 55; Aug., p. 75; Sept., p. 69; Oct., pe. 71; Nov., p. 63; Dec., 
Pe 406 


MARSPRING CORP. 


How Marspring came back from a 50% volume loss, Mar., p. 100. 


MARSTELLER INC. 
Group from Marsteller tell what makes a 'great' industrial campaign. 


AIA report, July, p. 80. 


MARSTELLER, WILLIAM 
Marsteller gives NBP three publishing ‘commandments’, Apr., p. 139. 


McGRAW-HILL PUBLISHING CO. 
Capital investment to rise 34 in 1963, McGraw-Hill finds, Dec., p. 126. 
McGraw-Hill--American Petroleum Institute study shows how technology 
affects petroleum industry, Sept., p. 69. 
McGraw-Hill predicts record capital spending in '62, June, p. 155. 


MEDIA RESEARCH 
8 ways to look at media preference studies, Apr., p. 98. 


MEDIA SELECTION 
ARF explores computer's role in marketing, Nov., p. 146. 
Editorial is big factor in media selection says Richard Morrison, 
Jan. y De 140. 
Guideposts for evaluation of editorial content offered at Domestic 
Engineering seminar, Sept., p. 192. 
How Kimberly-Clark charts media selection, Apr., p. 96. 
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MEDIA SELECTION (continued) 
Judgement is more important than ever with the arrival of automated 


media-buying, June, p. 127. 
Present and future uses of computers in advertising told, Aug., p. 178. 


MEETING DATES 
Jan., pe 141; Feb., p. 142; Mar., pe 140; Apr., p. 151; May, p. 145; 
June, p. 150; July; p. 143; Aug., p. 187; Sept., p. 195; Oct., p. 182; 
Nov., p. 164; Dec., p. 145. 


MEETINGS, see CONVENTIONS & MEETINGS, TRADE SHOWS & EXHIBITS 


MERCHANDISING 
* A basic guide to merchandising advertising, Nov., p. 116. 
How Allis-Chalmers merchandised a new idea by mail, Apr., p. 94. 


MERGENTHALER LINOTYPE CO. 
How Mergenthaler's 75th anniversary got publicity by the yard, Feb., p. 95. 


MESSNER, FRED R. 
* A basic guide to merchandising advertising, Nov., p. 116. 


METALWORKING 
American Metal Market study tells what buyers want from metal makers, 


Apr., pe 63. 


MICRO-TEK INSTRUMENTS 
What to do when you're ‘lost' at a trade show, as told by Micro-Tek 


Instruments, June, p. 117. 


MINER, DOUGIAS C. ; 
The Houghton Line, 54 year old external publication gives company strong 


personality, Jan., p. 85. 


MINIATURE PRECISION BEARINGS INC. 
* Learning the hard way makes selling easier for Miniature Precision Bearing 


salesmen, July, p. 108. 


MINNEAPOLIS -HONEYWELL REGULATOR CO. 
* What the buyers want in business paper ads, as revealed in interviews with 


Honeywell execs., Aug., p. 134. 


MONTGOMERY, ROBERT C. 
Analyzing your salesmen's performance, Oct., p. 93. 


MOORE, ROBERT D. 
Packaged promotions sell new products for American Air Filter, Dec., p. 86. 


MOORE, ROBERT R. 
Movie promotes world's most expensive adhesive for Eastman Chemical, 


Dec., De 94. 





MORRISON, RICHARD V. 
Creativity: what it means in industrial promotion, May, p. 108. 


MURPHY, JAMES W. 
# Allis-Chalmers proves business papers’ value, Aug., p. 117. 
How Allis-Chalmers merchandised a new idea by mail, Apr., p. 94. 


MURPHY, STEPHEN P. 
How Denver Chicago Trucking Co. checks their position in the market, 
Sept., pe 121. 


NATIONAL INDUSTRIAL CONFERENCE BOARD 
* A guide to measuring advertising effectiveness, Oct., p. 118. 

How competition changes marketing and selling strategies. NICB survey, 
Dec., Pe 45. 
How to measure advertising. AIA report, July, p. 83. 
‘63 forecasts bared, marketing's role discussed at NICB meeting, Nov., p. 152. 
Ways to measure advertising results. Describes ANA and NICB studies, 
Feb., pe 59. 


NATIONAL LOCK CO. 
Salesman's questionnaire spots trouble before it starts for National Lock, 
Oct., p. 115. 


NEW BOOKS FOR MARKETING MEN, see BOOK REVIEWS 


NEW PRODUCTS 

Ad contest for Elastic Stop Nut finds new product uses, Nov., p.- 102. 

* Ads bring 5,000 leads; 40% converted to sales by American Viscose, 
Aug., De 146. 
How Allis-Chalmers merchandised a new idea by mail, Apr., p. 94. 

* How E. L. Bruce put a new product on top in one year, Apr., p. 90. 

* How Unistrut markets a product with a limited budget, Oct., p. 124. 
Jaywoth ads pre-sell brand new product. ABP winner, May, p. 93. 
Movie puts new product sales in motion for Butler Mfg., June, p. 112. 
Packaged promotions sell new products for American Air Filter, Dec., p. 86. 
‘The product did it', IBM says of ads introducing new electric typewriter. 
ABP winner, May, p. 95. 


NORTHRUP, W. K! 
How to jazz up your ieee meeting on a low budget. AIA report, July, p. 88. 


OEM, see ORIGINAL EQUIPMENT MANUFACTURERS 


OFFICE EQUIPMENT 
Finding money in wastebaskets sells copying machines, Jan., p. 102. 


ORDERS, ACKNOWLEDGEMENT OF 
How to acknowledge orders and stay out of court, June, p. 109. 


ORIGINAL EQUIPMENT MANUFACTURERS 
How can you qualify and police OEM discounts? Apr., p. 41. 





OWENS -CORNING FIBERGLAS CORP. 
‘Quality audit' keeps Owens-Corning customers content, Nov., p. 89. 


PAPER TRADE JOURNAL 
What buyers like and don't like in industrial ads, Nov., pe. 94. 


PATRICK, M. A. 
Are sales incentives immoral? Mar., p. 88. 


PETROLEUM MARKET 
McGraw-Hill--American Petroleum Institute study shows how technology 


affects petroleum industry, Sept., p. 69. 
PHOTOCOPYING EQUIPMENT, see OFFICE EQUIPMENT 


PHOTOGRAPHS 
Amchem finds many uses for photo-reports, Feb., p. 110. 
One way to give your ads impact with the Ayer No. 1 'big picture’ layout, 
May, pe 133. 
Tips on using photo-reporting services to get good case histories, . 
Feb., p. 108. 


PLANT LOCATION 
Here's where the markets are going, June, p. 57. 


POST OFFICE 
The Post Office is part of your business, Mar., p. 121. 


POWERS, RICHARD 
* Seven ways Talon sells ads to salesmen, Aug., p. 130. 


PRE-SELLING 
Six ways to pre-sell a product, Oct., p. 136. 


PRESS RELATIONS, see PUBLICITY 


PRICING 
#* What you should know about pricing, Mar., p. 90. 


PRINCE, FRANK J. 
Allis-Chalmers uses instruction manuals to help salesmen sell, July, p. 


PROBLEMS IN INDUSTRIAL MARKETING 
‘Should we use calendars?', Jan., p. 27. 
What constitutes a good news release 'masthead'?, Feb., p. 31. 
Should client pay for unused creative work?, Mar., Dp. 335. 
How can you qualify and police OEM discounts?, Apr., pe 41. 
Where and how to produce overseas promotional material, May, p. 37. 
How can you reduce waste in the distribution of catalogs?, June, p. 34. 
Can cost-per-inquiry figures be used to judge advertising?, July, p. 37. 
How can commissions be split among territorial salesmen?, Aug., p. 46. 
How can you find ‘qualified’ manufacturers’ reps?, Sept., p. 40. 
How can you reduce the number of client ad approval points? Oct., p. 40. 
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PROBLEMS IN INDUSTRIAL MARKETING (continued) 
How can you preserve the ad budget's integrity? Nov., p. 38. 
How can 4 new sales rep get an established line? Dec., p. 28. 
PRODUCT DEVELOPMENT, see NEW PRODUCTS 


PRODUCT LITERATURE, see INSTRUCTION MANUALS, CATALOGS 


PRODUCT REVIVAL 
How to spot ‘product orphans'. Blonder-Tongue Laboratories tells how they 


handle sti ee 106. 


PUBLIC RELATIONS, see also}CORPORATE IMAGE, CUSTOMER RELATIONS, PUBLICITY 
* A basic guide "to financial public relations, Apr., pe 110. 
|The Houghton Line, 54 year old external publication gives company strong 
personality, Jan., p. 85. 


PUBLICITY 
How Mergenthaler's 75th anniversary got publicity by the yard, Feb., Pe 95. 
api constitutes a good news release 'masthead'? Feb., p. 3l. 

PURCHASING 
Helping salesmen identify points of buying influence, May, p. 104. 
How buyers buy in construction field, Aug., p. 75. 
How.can you qualify and police OEM discounts? Apr., p. 41. 
Stockless buying trend continues, Jan., p. 47. 

* What the buyers want in business paper ads, as revealed in interviews with 

Honeywell execs., Aug., p. 134. 
What's good--and bad about reciprocal buying? July, p. 118. 


RANDALL, DEAN 
* What the buyers want in business paper ads, as revealed in interviews with 
Honeywell execs., Aug., p. 134. 


RANDALL, STANLEY J. 
From world trade to readership reports. AIA report, July, p. 76. 


RAPIDS-STANDARD CO. 
Don't downgrade trade shows, Nov., 112. 
* Who says ad inquiries aren't important? Describes system used by Rapids- 


Standard wae Mar., pe 110. 
READERSHIP, see also WHICH AD ATTRACTED MORE READERS? 
8 ways to look at media preference studies, Apr., p. 98. 
Readership reports: their use and value. AIA report, July, p. 84. 
Where to get your ads measured in 1962, Jan., p. 112. 
RELEASES, see PUBLICITY 
RESEARCH, see ADVERTISING RESEARCH, READERSHIP 
RHEEM MFG. CO. 
Back-up merchandising kicks cans, boosts barrels for Rheem, Aug., p. 149. 
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ROENS, BURT 
* 16 questions Scott Paper asks about its ads, Aug., p. 120. 


ROSBERG, J. WESLEY 
Where to get your ads measured in 1962, Jan., p. 112. 


ROSE, WALTER S. | 
How Baird Machine cuts catalog costs, Nov., p. 114. 


ROSS, EDWARD A. 
Do-it-yourself market research, Oct., p. 98. 


ROTRON MFG. CO. 
Punch-out ad insert 'fits' prospects' needs for Rotron Mfg., Oct., p. 96. 


RUBEL, NATHAN W. 
* A guide to researching industrial catalogs, May, p. 110. 


RUDD-MELIKIAN INC. 
* Business paper ads sell higher-priced product for Rudd-Melikian, Aug., p. 136. 


RUMRILL CO. 
You get just what you pay for at Rumrill with cost accounting systen, 


Jan., pe 82. 


SALES AIDS, see also CATALOGS, INSTRUCTION MANUALS, AUDIO-VISUAL AIDS 
Do sales aids really aid salesmen? June, p. 114. 
Punch-out ad insert 'fits' prospects' needs for Rotron Mfg., Octe, De 96. 


SALES COMPENSATION, see SALESMANSHIP 


SALES CONTESTS, see CONTESTS 


SALES INCENTIVES 
Are sales incentives immoral? Mar., p. 88. 


SALES LITERATURE, see CATALOGS, INSTRUCTION MANUALS 


SALES MANAGEMENT 
Analyzing your salesmen's performance, Oct., p. 93. 
Helping salesmen identify points of buying influence, May, p. 104. 
How to acknowledge orders and stay out of court, June, p. 109, 
How sales managers help cut distribution costs, Sept., p. 109. 
How to sell quotas and ‘'sell' them to salesmen, July, p.- 92, Aug., p- 158. 
How to stop salesmen from padding expenses, Jan., De» 99. 

* Prescription for finding an industrial salesman, Mar., p. 95. 

Salesman's questionnaire spots trouble before it starts for National lock, 
Oct., p. 115. 
When and how to split a salesman's territory, Dec., p. 73. 


SALES MEETINGS, see also SALES TRAINING 
How to jazz up your sales meeting on a low budget. AIA report, July, p. 88. 


SALES PROMOTION, see also SALES PROMOTION IDEAS 
* A guide to using engineering reports as sales promotion, Dec., p. 96. 
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SALES PROMOTION (continued) 
* How E. L. Bruce put a new product on top in one year, Apr., p. 90. 
1 Movie promotes world's most expensive adhesive for Eastman Chemical, 
Dece, De 94. 
Packaged promotions sell new products for American Air Filter, Dec., P. 86. 
Should we use promotional calendars? Jan., pe 27. 


SALES PROMOTION IDEAS . 
Finding money in waste baskets sells copying machines, Jan., p. 102. 
General interest mailers sell specific products, Feb., p. 113. 
House magazine glamorizes an unglamorous product., Mar., p. 115. 
Catalog allows customers to design their own machines, Apr., p. 117. 
Lord's seminars enhance prestige, boost saies, May, p. 121. 
What to do when you're ‘lost' at a trade slow, June, p. 117. 
Playing games with customers pays off, July, p. lll. 
Back-up merchandising kicks cans, boosts barrels, Aug., p. 149. 
How to ‘skim the cream’ off a big trade show, Sept., p. 129. 

* How to market a product with a limited budget, Oct., p. 124. 
Flying salesmen promote while they learn, Nov., p. 120. 
Counting board ‘adds up' to successful promotion, Dec., p. 102. 


SALES QUOTAS 
How to set quotas and ‘sell’ them to salesmen, July, p. 92, Aug., p. 158. 


SALES REPRESENTATIVES, see MANUFACTURER'S AGENTS 


SALES TRAINING 
How W. P. Fuller salesmen became ‘customer consultants’, Mar., p. 109. 


* Learning the hard way makes selling easier for Miniature Precision 
Bearings salesmen, July, p. 108. 
Salesmen airlift solves training problem for Dresser, Apr., pe 108. 
* Strange games teach selling fundamentals to Dayco distributors’ sales 
managers, Feb., pe. 80. 


SALESMANSHIP, see also SALES TRAINING, SELLING 
Analyzing your salesmen's performance, Oct., p. 93. 
Are sales incentives immoral? Mar., p. 88. 
Briggs-Weaver's flying salesmen spread good will, Nov., p. 120. 
Do sales aids really aid salesmen? June, p. 114. 
Helping salesmen identify points of buying influence, May, p. 104. 
How can commissions be split among territorial salesmen? Aug., p. 46. 
* How many sales calis is any given.account worth? Jan., p. 96. 
How to make salesmen more knowledgeable, Oct., p. 112. 
How to stop salesmen from padding expenses, Jan., p. 99. 
How W. P. Fuller salesmen became ‘customer consultants’, Mar., p. 109. 
Informing salesmen on products and policies, Nov., p. 104. 

* Prescription for finding an industrial salesman, Mar., pe 95. 
Salesman's questionnaire spots trouble before it starts for National lock, 
Oct., De 115. 

Which visual aid is best for your salesmen? Mar., p. 103. 


SAWYER, HOWARD G. 
* Do you have an advertising plan? Apr., p. 10l. 
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SCHOONMAKER, WARREN K. 
8 ways to look at media preference studies, Apr., p. 98. 


SCHULMAN, JOEL L. 
* A guide to using engineering reports as sales promotion, Dec., p. 96. 


SCOIT PAPER CO. 
* 16 questions Scott Paper asks about its ads, Aug., p. 120. 


SELLING, see also SALESMANSHIP 
Allis-Chalmers uses instruction manuals to ade salesmen sell, July, Pe 95. 
B. H. Bunn Co. tells why they like selling through manufacturer! & agents, 
Feb., pe. 85. 
Finding money in wastebaskets sells copying machines, Jan., p. 102. 
Five members of IM Sales Executives Forum tell why they prefer own 
salesmen to reps., Feb., pe 87. 
Get that order now; it makes a difference: May, p. 127. 
How do you determine and allocate selling costs? Apr., p. 104. 
How Haydon finds its key sales accounts, Apr., p. 87. 
How Marspring came back from a 50% volume loss, Mar., pe 100. 
How missionary selling can stimulate manufacturers’ reps., Nov., p. 106. 
How to spot ‘product orphans’. Blonder-Tongue Laboratories tells how they 
handle problem, Sept., p. 106. 
How Texaco integrates advertising and sales, Aug., p. 127. 
Is vour selling line clogged somewhere? Feb., p. 121. 
Lord's technical seminars enhance prestige with design engineers and boost 
sales, May, zo 121. 
Menufacturers' warehouses provide service to customers, May, p. 128. 
Multi-line selling has a problem, May, p. 85. 
New ad campaign for Garlock stresses ‘material value analysis' and serves 
as selling tool, Feb., p. 96. 
Pro and cons of. selling through manufacturer's reps., Mar., p. 115. 
‘Quality audit' keeps Owens-Corning customers content, Nov., p. 89. 
Seven ways Talon sells ads to salesmen, Aug., p. 130. 
Should you get rid of low-profit products? Nov., p. 132, Dec., p. 110. 
Six ways to pre-sell a product, Oct., p. 136. 
What do manufacturers' representatives think of principals? June, p. 106. 
What turn will sales take during the coming year? Oct., p. 146. 


SHERMAN, HOWARD L. 
Inside the year's best annual reports, Dec., p. 68. 


SID BERNSTEIN SAYS 
Booze, Blondes Bashes in Business, Jan., p. 109. 
Is your selling line clogged somewhere?, Feb., p. 121. 
The post office is part of your business, Mar., p. 121. 
Advertising performs many, varied jobs, Apr., p. 123. 
Get the order now; it makes a difference! May, p. 127. 
Judgement is more important than ever, June, p., 127. 
What is the purpose of business meetings? July p., 117. 
On old products, meetings & speeches, Aug., p. 157. 
The AIA problem comes up again, Sept., p. 137. 
On men, meetings and machines, Oct., p. 143. 
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SID BERNSTEIN SAYS (continued) 
One reason AIA needs a strong prexy, Nov., p. 129. 
Research is fine, so is common sense, Dec., p. 109. 


SMALL BUSINESS 
How Case Paper uses off-beat direct mail, Apr., p. 114. 


SMALL SPACE ADS 
Fractional ad sequence tells '‘secret' story to military and government 
officials, Feb., p. 106. 
What's wrong with small-size ads? Apr., p. 129. 


SPACE BUYING & SELLING 
How to listen to space salesmen, May, p. 105. 


STANDARD OIL (NEW JERSEY) 
Esso International emphasizes ‘dependability’. ABP winner, May, p. 94. 


DANIEL STARCH & STAFF, see WHICH AD ATTRACTED MORE READERS 


* How to save money and do a better ad job in Canada, Sept., p. 158. 


STYLE, HUMPHREY B. 
But not yours exclusively. Sound warning for prospective overseas marketers. 
AIA report, July, pe. 77. 


SUBSIDIARIES 
* How to save money and do a better ad job in Canada, Sept., p. 158. 


What Canadian subsidiaries want of U. S. 'parents', Sept., p. 141. 


SUMMER ADVERTISING 
Sense and ncnsense in the ‘summer slump' ad theory, Aug., p- 164, Sept., 
p. 176. 


TALON INC. 
* Seven ways Talon sells ads to salesmen, Aug., p. 150. 


TAXES 
Are tax reforms to boost capital spending on their way? Jan., p. 95.. 
Will added tax allowances affect textile marketing? June, p. 150. é 
Will faster write-offs speed capital equipment buying? Sept., p. 100. 


TECHNICAL SEMINARS 
Lord's technical seminars enhance prestige with design engineers and boost 
sales, May, p. 121. : 
a 
TESTIMONIALS 
* Business paper ads sell higher-priced product for Rudd-Melikian, Aug., p. 136. 


TEXAS INSTRUMENTS CORP. 
Fractional ad sequence tells ‘secret’ story to military and government 


officials, Feb., p. 106. 





TEXACO INC. 
* How Texaco integrates advertising and sales, Aug., p. 127. 


TEXTILES 
Will added tax allowances affect textile marketing? June, p. 130. 


THOMPSON, G. CLARK 
* A guide to measuring advertising effectiveness, Oct., p. 118. 


TILESTON & HOLLINGSWORTH CO. 
Calendar contest builds good will, Dec., p. 84. 


TOP MANAGEMENT FORUM 
Are executive training courses over-rated?, Jan., p. 118. 
Why are executives more restless than other middle management?, Feb., pe. 122. 
Should the United States join the Common Market?, Mar., pe 122. 
Should government have a voice in management?, Apr., p. 124. 
Manufacturer's warehouses provide service to customers, May, p. 128. 
Will added tax allowances affect textile marketing?, June, p. 130. 
What's good - and bad - about reciprocal buying?, July, p. 118. 
Sense and nonsense in the ‘summer slump’ ad theory, Aug., p.» 164, Sept., p.176. 
What turn will sales take during the coming year? Oct., p. 146. 
Should you get rid of low-profit products? Nov., p. 132, Dec., p. 110. 


TRADE SHOWS & EXHIBITS, see also MEETING DATES, CONVENTIONS & MEETINGS 
Don't downgrade trade shows, Nov., p. 112. 
How United Carbon ‘skims the cream' off a big trade show, Sept., p. 129. 
Industrial shows, Jan., p. 352; Feb., p. 38; Mar., p. 38; Apr., p. 46; 
May, p. 44; June, p. 42; July; pe. 44; Aug., p. 58; Sept., p. 54; Oct., p. 54; 
Nov., pe 54; Dec., p. 36. 

* The ‘package price': new trade showidea offered by the Design Engineering 
Show, June, p. 96. 

‘Red Door' suite gets customers into the act at trade shows for Enjay 
Chemical, Sept., p. 116. 

* A report on the trends in industrial trade shows, June, p. 100, July, p. 104. 
What to do when you're ‘lost’ at a trade show, as told by Micro-Tek 
Instruments, June, p. 117. 

What's new in trade show exhibits? AIA report, July, p. 87. 


TRADENAMES, TRADEMARKS AND TRADE CHARACTERS 
Can you protect your trademarks? Feb., pe. 79. 


TURPIN, CHARLES S. 
' * Evaluating direct mail, Oct., p. 110. 


UHL, KENNETH P. 
* What you should know about pricing, Mar., p. 90. 


UNISTRUI PRODUCTS CO. 
* How Unistrut markets a product with a limited budget, Oct., p. 124. 


UNITED CARBON PRODUCTS CO, 
How United Carbon ‘skims the cream’ off a big trade show, Sept., p. 129. 
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U. S. GOVERNMENT 
Inside story of defense marketing, Oct., p. 104. 
Should government have a voice in management? Apr., p. 124. 


U. S. STEEL CO. 
U. S. Steel ‘tells an interesting story' with case history approach. 


ABP winner, May, p. 94. 


VALENTINE, HERBERT S., JR. 
Counting board ‘adds up' to successful promotion for R. B. Jones, 


Dec., p. 102. 


VENEZIAN, ANGELO R. 
Will business paper ads set new record next year? IM's annual study, 


Oct., pe 128. 

VISUAL AIDS, see AUDIO-VISUAL AIDS 

VITALE, ALFRED W. 
You get just what you pay for at Rumrill with cost accounting system, 
Jan., pe 82. 


WAREHOUSING 
Manufacturers' warehouses provide service to customers, May, p. 128. 


WASHiNGTON REPORT 
Jane, De 59; Feb., pe 73; Mare, De 77; Apre, Pe 77; May, pe 77; June, p. 75; 
July, pe 67; Aug., 105; Sept., p. 91; Oct., p. 83; Nov., pe 79; Dec., pe. SY. 


WELBORN, ROBERT 
* How Texaco integrates advertising and sales, Aug., p. 127. 


WELSH, STEPHEN J. 
How to set advertising objectives. AIA report, July, p. 8&2. 


WHICH AD ATTRACTED MORE READERS? 
Jan., Pe 41; Feb., p. 49; Mar., p. 49; Apr., pe 55; May, p. 51; June, p. 47; 
July, p. 49; Aug., p. 67; Sept., p. 59; Oct., p. 63; Nov., p. 59; Dec., p. 41. 


WOOD, NORTON 
How Marspring came back from a 50% volume loss, Mar., p. 100. 


WORTHINGTON CORP. 
Worthington's Cyril Freeman is industrial adman-of-the-year, Jan., p. 127. 


YELLOWLEES, T. A. 
How Canadian General Electric built a corporate image in Canada, Sept., p.169. 


YOUNG, L. T. 
What's new in audio-visuals? AIA report, July, p. 87. 


YOUNGSTOWN SHEET & TUBE 
* "That other small steel company' Youngstown Sheet & Tube fights back, 
Aug. 9 De 142. 
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REPRINT TITLE REPRINT NUMBER PRICE 








IM Analyzes 1962 Industrial havertising # 450 
Budgets 

A Guide to Industrial Advertising Management, # 529 
Part 3 (Also includes Parts 1, 2 and 4) 

How Many Sales Calls is Any Given Account # 449 
Worth? 

Business Paper Ad Analysis Shows Page Volume # 448 
Leaders 

Strange Games Teach Sales Fundamentals to # 453 
Sales Managers : 

See Listing above under Jan., p. 88 

A Guide to Gathering Industrial Marketing : = S30 
Intelligence 

What You Should Know About Pricing 

A Prescription for an Industrial Salesman 
Who Says Ad Inquiries Aren't Important? 

A Special Report on Agencies’ Business Paper 
Billings 


: 452 
# 
How to Put a New Product on Top in One Year : 456 
# 
t 


451 
454 
457 


Do You Have an Advertising Plan? 455 
A Basic Guide to Financial Public Relations 
A Guide to Researching Industrial Catalogs 
What Makes Du Pont Advertising Tick? 
Ten Rules for Rotten Ads 
The ‘Package Price': New Trade Show Idea 
A Report on the Trends in Industrial Trade 
Shows (Includes Parts 1 and 2) 
See listing above under June, p. 100 
learning the Hard Way Makes Selling Easier Vf 
Just What Can Ads in Business Papers Do? 
(Also includes the following articles) 
How Allis-Chalmers Proved Business Papers’ 
Value 
16 Questions to Ask Yourself About Your Ads 
Ads Help Baumritter Quadruple Sales in 10 Years 
How Texaco Integrates Advertising and Sales 
Seven Ways to Sell Ads to Salesmen 
What Buyers Want in Business Paper Ads 
Business Paper Ads Sell Higher-Priced Product 
Six Ways to Use Business Paper Ads 
‘That Other Small Steel Company’ Fights Back 
Ads Bring 5,000 Leads; 40% Converted to Sales 
A Guide to Holding Profitable and Efficient 
Meetings 
How to Save Money and Do A Better Job in Canada 
Evaluating Direct Mail (Also includes article 
dated Dec., p. 110 
A Guide to Measuring Advertising Effectiveness 
How to Launch a Product With Little Money 
Keith Evans Speaks Out on AIA 
A Basic Guide to Merchandising Industrial Adv. 
DeLaval's System Assures Inquiry Follow-Ups 
(See listing under Oct., De 110) 
A Guide to Using Engineering Reports as Sales 
Promotion 


932 
460 
459 
458 


B0~ 


$ 275 
1.00 
025 
e20 


020 


-50 


020 
e290 
025 
025 


e290 
029 
050 
050 
e75 


029 
075 
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